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COLORS BY THE NUMBERS. 23 ‘ng is the specific green background color used in this advertisement. And 948 
other colors are catalogued, ready for use, in the CCA Color Harmony Manual. This remarkable collection of 
plastic chips lets you select and compare colors... enables you to specify and communicate color. Over 6000 
manufacturers, artists, designers and architects are using this manual to maintain accurate color control in 
their work. For further information on this exclusive method of color coordination just drop us a line on your (rei 
company letterhead to: Color Standards Dept., CONTAINER CORPORATION OF AMERICA, 38 S..Dearborn, Chicago. 





FOR EXTRA FRESHNESS 
KEEP COFFEE IN BAG 
PUT IN REFRIGERATOR 
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“KFAS machine by Swiss Industrial Company prep ges offee swiftly and efficiently in PLIOFILM lined bags 


Thriftiest way to keep coffee fresh =. | 


It’s the Prioritm liner that makes it possible for 
American Stores, and many others, to pregrind, ae 
prepackage their coffee—keep it fresh and sell it 
at lowest cost. : ‘ f 
Only a Ptioritm liner preserves freshness and 
: Low cost flavor by sealing out oxygen, yet transmitting CO:. 
4 Protects flavor * Other dollars-and-cents factors: the old-fashioned 
i és _ - coffee grinder is gone, and so are the waste and 
: Seals in gro inconvenience. There are also big savings in space 
: Ww and machine maintenance. For complete infor- : j 
4 liminates mation, write: Goodyear, Packaging Films Dept. 
2 Saves spack ce 1-6445, Akron 16, Ohio. Lots of good things come 


nd maintene from Goodyear. 
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_. Pliofilm, a rubber hydrochloride —T.M. The Goodyear Tire & Rubber Company, Akron, Ohio 
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“May we tear your package to pieces, please?” 


We’d like to examine it very carefully and, with all due 
respect, tear it apart. We don’t charge for this. Any 
redesign and recommendations we come up with are 
yours gratis. 

We do it because it brings us business. 

In the past, we’ve proven to manufacturers that they 
were using unnecessarily expensive cellophanes. That 
they were using the wrong cellophane for the climates 
they were merchandising in. That the graphic design 





of the package was not in keeping with the color and 

texture of the product. We’ve made packages structur- 
ally sounder and we've revealed sealing flaws. We also 

know that a lot of manufacturers aren’t using cello- 
phane when they should be. 

So may we have your package please? 

Our staff is talented and eager, but not impetuous; they 

only tear packages apart when it’s necessary. And they 

always put them back together again. 


e 
PACKAGING DIVISION Slin 


Film Operations, 460 Park Avenue, New York 22, N. Y. 
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| tit's the people from GARDNER . . . proving they can handle any pack- 


aging problem from start to finish! Just look at the great printing and production work they 
do! Our art director and our purchasing agent are sold on the way Gardner helps us design 
the right package and then produces it with top quality. When Gardner gives us their 
Persuasive Packaging service, we’ve got something to show for it: better packaging . . . and 
better sales!” 


Write, wire or phone your Gardner sales representative for Persuasive Packaging service. 


GARDNER 
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CAPSULE CASE HISTORIES 


Here are instances where packaging played a par- 
ticularly important role in the marketing of a product 
or line of products. 








Client: Prestige Manufacturing Corporation 
Designer: Alan Berni Associates, New York, N. Y. 


From brand name development to in-store 
promotion, eight weeks was all that was available 
to Alan Berni to launch a new fire kindler on 
the market in time for summer selling. 

Called “Fire-Grate,” the product was a molded 
paper pulp, impregnated with waxes and 
chemicals. Because of the time factor, Berni 
and the manufacturer determined that all 
marketing strategy should revolve around the 
package. Since there was little opportunity 
for advertising and other types of pre-selling, 
impact at the point-of-sale was essential. 

In addition, “Fire-Grate” was a totally new 
product. Thus, all of the ways it could be 
used—both summer and winter—had to be 
dramatized effectively and instantaneously. 
Further, sales to stores themselves had to be 
made from the package, before the product 
could even get on the shelf. As a result of 
all these factors, packaging design relied 
heavily on realistic illustration of “Fire-Grate” 
in action. Design of the logotype features the 
name in bold, sans-serif type, with a flame 
floating above the “i” in “Fire.” Colors used 
are “fire-red,” “charcoal black,” white and a 
soft blue-green to give decorator interest to 
the package in the home. Carton backs also 
feature large, realistic in-use illustrations. 
All six sides repeat the logo for instant 
identification in any stacking position. 
Corrugated shippers feature repeat of the 
package design to exploit the habit some 
supermarket and discount house operators 
have of stacking them in the back of the store. 
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Client: Jantzen 
Designers: Design staff of Container Corporation 
of America and Jantzen’s art dept. 


A family of new “flip top” cartons provided a com- 
prehensive solution to a many-faceted packaging 
and merchandising problem for Jantzen. The 
cartons are for products that require particular 
delicacy in merchandising—women’s sports 
briefs, women’s and men’s free style racing suits, 
men’s sports club supporters and supporter 
briefs, swim bras, French bra cups and bra pads. 
All the cartons utilize the “flip top” design for 
easy access to the merchandise. They replace 
reverse tuck cartons that were often damaged 
when contents were examined by customers. 


Continued on page 8 
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8 billion eggs a year—inbulk cases or retail cartons—go to market in 
packaging produced by Packaging Corporation of America, a new name 
in American business with half a century of packaging know-how. 


A nationwide sales organization—52 strategically located plants. 








Packaging Corporation—a completely integrated nationwide organization with 9 mills, 18 paperboard machines, 43 converting plants producing— 


CARTONS « CONTAINERS « DISPLAYS * EGG PACKAGING PRODUCTS « MOLDED PULP PRODUCTS * PAPERBOARD « PLASTICS 
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Shown: Mapes molded pulp Filler-Flats for bulk egg packaging 
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CAPSULE CASE HISTORIES 


The new design not only discourages pilferers 
by implying that the top is sealed, but also 
provides prominent panels for graphic elements. 
The cartons are printed offset on Concora 
bleached sulphate and have a houghland lock 
bottom. While a total of six colors is used in 
the carton family, only four appear on any one 
package. Cartons for men’s merchandise have 
strong, active designs and color use—orange, 
gold, blue and black. Multi-sport items, such as 
the supporter and supporter brief, feature 
montage illustrations of several sports to depict 
versatility of the products. Single-sport items— 
such as the men’s and women’s racing style 
swim suits—feature single action photos of 
swimmers. High-fashion treatment is given the 
cartons for women’s items. Dominant colors are 
blue, purple and pink with some orange. _In- 
tensity is subdued by duo-tone treatment of the 
high-fashion illustrations. This treatment was 
dictated by the necessity of designing cartons 
acceptable to high-fashion consumers and 
retailers. To solve basic shipping and display 
problems, all eight cartons were designed in 
modules of a base size. This permits greater 
efficiency in shipping assortments of the eight 
items, and eliminates problems in the design of 
counter display stands. The cartons have 
reportedly been given a favorable reception by 
both retailers and consumers. The first five in 
the series won First Award “for general 
merchandising superiority” in the 1961 
competition of the Folding Paper Box Association. 








Client: Lee Tobacco Company 
Designer: The Dobeckmun Company 


Lee pipe tobacco had been packaged and mer- 
chandised only in rigid containers, primarily for 
home use. This necessitated its transfer into 
personal carrying pouches by pipe smokers. To 
add a convenience factor to the product—and 
hence to stimulate sales—Dobeckmun designed a 
handy, pocket-size end use pouch package. The 
package is composed of durable, three mil poly- 
ethylene and is flexographically printed in three 
colors, which vary according to the type of 
tobacco. The basic colors are black and white 
with gold on the “Gold Ribbon” aromatic blend, 
green on the “Green Ribbon” semi-aromatic blend, 
and silver on the “Silver Ribbon” non-aromatic 
blend. Lee’s distinctive “coat-of-arms” trademark 
is prominently featured in the design. Two 
ounces of tobacco are packaged in each pouch 
which measures three by six inches. 


EROS ETT 








Continued on page 10 





This little shaver likes Peerless 


Markets grow up overnight. The youngster who has turned 
to metal tubes for everything from cut fingers to gleaming 
smile just naturally keeps the habit as a man. 


That is why so many big brands prefer Peerless tubes. Tubes 
that assure precisely-right closures, coatings and liners for 
any product. Tubes that command attention with clean, 
crisp colors and easily-recognized design clarity. 


Peerless invites your inquiry on any product that deserves 
a brighter brand sight in a growing market. 


PEERLESS TUBE COMPANY, sioomrieto, n. v. 





CAPSULE CASE HISTORIES 
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Client: Scudder Food Products 
Designer: Gould and Associates, 
Los Angeles, Calif. 


A new design has solved a major packaging and 
merchandising problem for Scudder Food 
Products. Created by Gould and Associates, the 
design consists of a simple yet arresting pattern 
of parallel! stripes which emphasizes the party- 
time atmosphere associated with the Scudder 
line of potato chips, peanuts, spreads and other 
snack items. “Laura Scudder manufactures over 
20 different products, packaged in dozens of 
different size and shape containers,” comments 
Jerome Gould, head of the design firm. “This 
diversity of form and contents created our 
greatest challenge. We knew that the company 
needed a much stronger ‘family’ identification 
than it had enjoyed in the past. At the same 
time, we wanted to establish an individual 
personality for each product in the line.” To 
solve this problem, a design theme was developed 
that would tie all of the company’s products 
together, yet could be adapted to a variety of 
packages and contents. In effect, the package 
itself became the company’s trademark. The 
broad horizontal stripes of “party” colors im- 
mediately identify the package as a Laura 
Scudder’s product, whether the trade-name is 
showing or not. The strong company identifica- 
tion has actually simplified the problem of 
giving each product its own distinctive flavor: 
since the company mark is simple yet striking, 
great latitude can be taken in the choice of 
colors and illustrative elements without violating 
the basic design concept. Cans containing Vir- 
ginia peanuts, for example, carry a pattern of 
yellow, brown and pink stripes, all warm colors 
reflecting the flavor of hot roasted peanuts. 
None of these colors is apparent on the cans 
containing cashews. These are given a cool 
“green” treatment with olive, green and blue 
stripes. In all cases, the color stripes are 
terminated by full-color reproductions of a single 
nut, chip, or other product. This method of 
identifying the contents has proved to be more 





effective than the more full-blown “appetite Tl 
appeal” illustrations formerly used. The new Be 
Scudder design is the result of months of research th 


into the type of displays used by store managers 
in promoting similar products. Competitive bc 
brands were studied for both their strengths and 





weaknesses. The moods and attitudes of 

customers were evaluated through interviews fit 
and observation. The new Laura Scudder package de 
design attempts to reflect the “happy” mood 


that generally accompanies the decision to buy 
a snack-type food product. 
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iVield 
PRINTKOTE 
makes cartons look clean 





The all-white, sanitary look of cartons for famous 
Bayer Aspirin provides a clean, sparkling appearance 
that enhances consumer appeal. 

Manufactured from HIYIELD PRINTKOTE bleached 
board, these cartons are pure white inside, outside, 
and all the way through, insuring a quality image. 

HIYIELD PRINTKOTE is made only from 100% virgin 
fibre. It contains more square feet per ton than higher 
density boards and therefore yields more cartons per 
ton. That’s why cartons manufactured from HIYIELD 





100 TABLETS 


PRINTKOTE bleached board are comparable in cost to 
many packages made from much lower printing 
grades of non-virgin fibre boards. 

Here is a new, economical bleached board that will 
add customer appeal where printability is a require- 
ment but cost is a major consideration. 

See for yourself how HIYIELD PRINTKOTE can give 
your packaging more selling power. Write Bleached 
Board Division, West Virginia Pulp and Paper Com- 
pany, 230 Park Avenue, New York 17, N.Y. 


W West Virginia 
Vi Pulp and Paper 








CAPSULE CASE HISTORIES 








Client: Arrow Rubber & Plastic Corporation 
Designer: Francis Blod Design Associates, 
New York, N. Y. 


The design planning behind the introduction of 
the new plastic container for Dazzle bleach is 
reportedly responsible for its current marketing 
success. Formerly, Dazzle had been sold in glass 
containers, which were considered too heavy 

for housewives to handle; they might slip through 
wet fingers in the laundry room. Also, the 
Dazzle bottles didn’t stack well for in-store 
displays. J. L. Prescott Company, manufacturer 
of Dazzle, sought a solution from Arrow, which 
in turn retained the Blod firm. Blod worked 
with Arrow to develop a blow-molded premium 
linear polyethylene jug. The jug’s features in- 
clude a “sculptured” shape and bright white 
appearance which very nearly make it an im- 
pulse item. Flowing planes rising from the base 
of the handle to the front of the pouring spout 
convey the impression that the container is ready 
to be poured and is easy to control. Early response 
is said to bear out the functional importance of 
this appearance feature; consumers report that 
in use the container pours easily and steadily 
into measuring cups without the over-pouring 
“surge” effect common to some laundry product 
containers. 
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Client: Bauer & Black Division, 
The Kendall Company 
Designer: Morton Goldsholl Design Associates, 
Chicago, III. 


The trend to self-service in the retail field has 
caused even well-established manufacturers to 
encounter marketing problems. In the case of 
the manufacturer in question, these problems 
were solved before they could arise, as a result 
of the redesign program for its elastic goods 
line. A consumer survey confirmed the 
designer’s recommendations for containers that 
would replace as far as possible the salespersons 
in self-service stores and that would act as a 
selling aid where a salesperson is present. 

This double purpose was achieved through pre- 
tested color choices, knowledgeable use of typog- 
raphy, and an understanding of the attitude of 
customers toward products of a distinctly 
personal nature. Goldsholl reasoned that an 
illustration could carry the weight of quickly 
identifying the product, supported by the product 
designation name in simple, bold typography. 
Brand names on most of the containers are 
subdued to allow product emphasis. The de- 


signer further proposed two basic forms of folding 
Continued on page 16 
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NOW ONE CALL FOR 
PAPERBOARD AND 


Warner’s Packaging welcomes Plastic Artisans to 


our organization. Together we offer you Positive 
- L AS 1 ; GC S Packaging* from research, through design, to the 
, finished product - in set-up and folding cartons, in 





thermo-formed plastics, and in all combinations. 


THE WARNER BROTHERS CO./PACKAGING, Bridgeport, Conn., FO 7-8661, New York, Boston PLASTIC ARTISANS DIV., Port Chester, N.Y., WE 9-8100 *1M 
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"ALCOA 


Great Protection 


(for people concerned with sales) 


Products packaged in Alcoa® Wrap Aluminum Foil have two major 
advantages. One, they’re getting the last word in protection. Two, 
they fix the shopper’s eye right where you want it—on your product. 
Alcoa Wrap Aluminum Foil handles both assignments equally well. 

It’s a matter of how you want to picture your product’s richness 
and quality. You can do it softly, or you can let that message come 
through Joud and clear. Either way, aluminum foil from Alcoa adds 
sell to your package design. 

Alcoa Wrap Aluminum Packaging is doing wonderful things for 
countless numbers of consumer products. It’s making them look 
smarter, keep longer, sell faster. It can do the same things for you. 
So talk to Alcoa, the company that will put its packaging experience, 
its research facilities and its process development resources to work. 
for you. Alcoa .. . Aluminum Company of America. 


Foods e Cosmetics « Drugs « Tobacco « Toiletries « Pharmaceuticals 


SYeesied now WITH suPEn STRENGTH 


For exciting drama watch “Alcoa Presents” every Tuesday evening—ABC-TV 
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CAPSULE CASE HISTORIES 


cartons—one with a tuck end and the other of 
sliding sleeve construction. Both have top end 
panels slanted toward the face at a 45-degree 
angle to make easier reading at any shelf position 
when the carton is standing. Even with the 
great deal of information needed, there is no con- 
fusion or congestion on any package panel. By 
means of simple line drawings, an elementary 
version of the product is shown in proper 
position on a figure. The face of the carton 
gives an unambiguous illustration of product 

use that needs little if any elaboration by a 
salesperson. The side panels are identical 
except for background color. For all the B&B 
elastic goods packaging, a special trademark 
was designed. It is a horizontal rectangle in black, 
bearing the name “Bauer & Black” above a 
drawing symbolizing a segment of elastic webbing, 
stretched wide at the ends. The only excep- 
tions to the use of the two types of folding 
carton forms is a set-up box for elastic hosiery. 
Thirteen colors plus black-and-white are coupled 
with the three types of construction and various 
carton sizes. Colors were selected for visual 
appeal and suitability to enhance the generally 
uncolored product. In spite of the variety of 
package colors, sizes and constructions, the 
standardization made possible by the correlated 
design has reportedly resulted in savings on 
plate making and package fabricating. There 

is complete adaptability to new products which 
might be added to the line. 
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Client: M. Backes’ Sons 


Manufacturers of Roman candles and other 
pyrotechnics face marketing problems of a special 
nature. “If one of our retailers doesn’t sell out 
by the Fourth of July,” says John R. Scobie, 
purchasing agent and treasurer of M. Backes’ 
Sons, “he puts his stock on the shelf and waits 
for next year. This means we have to ship a 
package that has enough eye-appeal to make 
that extra impulse sale this year. But the package 
must be just as ready a year later to bring that 
impulse sale.” Scobie also points out that most 
pryotechnic retailers sell and store their products 
in roadside buildings which do not offer the kind 
of year-‘round protection which many other 
packaged products receive. The company reports 
that it solved these problems by packaging its 
products in Avisco 195 RS 2 cellophane. Roman 
candles of ten lengths and sizes are wrapped 

by hand in units of six and 12. Heat sealing is 
avoided, of course. Closures are made with 
cellophane tape. 
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PACKAGE DESIGNS 
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ROYAL BREW 


A new design developed for Royal Cup coffee has 
been introduced in the South on packages for 
both the consumer market (shown at right) and 
the institutional field. The background color 
is deep maroon; the ribbon-like stripe is gold, 
orange-red and yellow. A new logo and gold, 
goblet-shaped trademark appear in the white oval 
with gold border. Coffee for the institutional 
market is packed in heavy kraft bags on which 
the new logo and trademark are printed in deep 
blue and rich red. According to the designer, 
both the design and color of the old package 
(left) failed to suggest rich, flavorsome coffee. 
Colors were two shades of blue or, in the case 
of Royal Cup’s coffee and chicory blend, two 
shades of green, neither of which suggested the 
coffee’s quality. 
Designer: Frank Gianninoto & Associates, 

New York, N. Y. 








WELL-STACKED 


This pyramid-shaped package for an inexpensive 
construction toy utilizes an unusual stacking 
method. The hollow pyramid shape enables each 
box to nest into the next unit, while the product 
name remains exposed. By using a different color 
for each side of the package, the stacking can 
create numerous color combinations and 
patterns. The toy consists of colored rods and 
attaching units. The pieces are loosely packed 
in the walls created by the inner and outer 
pyramids. One side of the outer pyramid opens 
as a flap for easy access. The bright red, blue 
and green of the rods are used as the package 
colors, and on each of the three sides is a 
photograph of a child playing with the toy. 
Designer: David Enock, Chermayeff & Geismar 
Associates, New York, N. Y. 











HELP FOR S.O.S. 


In creating the new container for S.0.S. soap 
pads, these precepts were followed: keep the 
brand name as the design focus, but italicize the 
letters to suggest ease of use; set these letters 
in a frame of stylized waves to reinforce the idea; 
eliminate product illustration entirely, letting 
succinct copy tell the story instead. Picture 
shows old S.0.S. package at left, a previous 
design in the middle, and the new package at 
right. 
Designer: Harley Earl Associates, 

Detroit, Mich. 








Continued on page 19 
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GIFT PACKAGING FOR ALL OCCASIONS 


...or—packaging to protect product, stop shoppers, 
prevent contamination. Whatever your package’s 
primary and secondary requirements are, you can 
be sure of getting what you need through the com- 
plete packaging service of KVP Sutherland. Better 
design —a fully-staffed design department is on call 
to work with you. Functional protection—an un- 


matched research and engineering staff fits the pack- 
aging to the need. Costs—KVP Sutherland works 
with you to keep them down. Many of the nation’s 
best-selling products now go to market in creative 
packaging by KVP Sutherland—and sell the better 
for it. May we give you further details on how this 
service can help you. 








the popu prple 


KVP SUTHERLAND PAPER COMPANY e KALAMAZOO, MICHIGAN e 18 plants in the United States and Canada to serve you 
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CLEAN CLEAR THROUGH . THAT'S A FAB WASH! 





PACKAGING FOR POSITIVE PROTECTION 


This brilliant new FAB package is now being produced by KVP Sutherland. 
Its bold use of fluorescent color gives greater impact on supermarket shelves 
..the kind of impact that means sales. Colgate-Palmolive designed it—and 
KVP Sutherland helped with the task of creating a printing surface that 
(1) would accept fluorescent inks perfectly and (2) protect the product. 

The happy result you see above. And it is just one of many examples of KVP 
Sutherland’s ability to create superior packaging. An ability that stems from 
complete control every step of the way from wood pulp to finished product. 




















PACKAGE DESIGNS 





BUBBLING BOTTLE 





Paul Masson’s newly-introduced 
bottle-fermented wine, Crackling 
Rose, comes in a white bottle 
of elongated drop shape, with a 
bubble design on its surface. It is 
closed like champagne. The four- 
color die-cut label has the shape of 
three circles symbolizing bubbles 
moving upward. The bottles come in 
three sizes—fifths, tenths, and 
half-pints. The fifth bottle is being 
packaged in a gift box for the 
holiday season. 
Designer: Walter Landor & Assoc., 
San Francisco, Calif. 


THE IMPORTED TOUCH 





DPoRItaAnz's 





An emblem representing the Canton 
of Berne is featured on Dorman’s 
new Swiss Gruyere package to give 
the product an imported look. Unlike 
many Swiss Gruyere packages which 
use four-color reproduction, this 
design was limited to three colors. 
Although the name dominates the 
package, the simple handling of 
the design and the tasteful color 
selection convey an impression of 
quality. 
Designer: Don Blauweiss, 

Doyle Dane Bernbach, 

New York, N. Y. 
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PACKAGE DESIGNS 








LA DOLCE VITA 


The design for Domino Handy-Paks window 
cartons depicts the use of sugar packets for 
quick energy during various leisure-time 
activities the year ‘round. Featuring the basic 
Domino yellow, seasonal activities are shown ji 
line sketches as follows: summer beach picnic 
in yellow and red; winter skiing in blue; spring 
barbecue in yellow and blue; autumn football 
party in orange and red. The 36 packets 
contained in each carton are illustrated with 
floral photographs. Whether single or stacked, 
the cartons make effective display items. 
Designer: Robert G. Neubauer, Fairfield, Conn. 














HIC TRANSIT 


Masculine fellowship as found in old-time bart: 
shops and “men only” taverns is the theme of 
this shipping container for the Royalshire 
Trav-L-Bar, manufactured by Everwear. Dark 
brown inks on the kraft container, which was 
printed by Stone Container Corporation, give 
the graphics the appearance of a wood-cut. 
Designer: Arnold/ Baird, Chicago, III. 











TAKE IT OFF 


“Strip Pak,” a furniture stripping method for 
home use, is reportedly the first hardware item 
to be packaged like a cake mix. All the 
ingredients for stripping paint or varnish from 
furniture are packaged in a single printed 
carton. Through words and pictures, the carton 
conveys the product’s full story to do-it- 
yourselfers. Produced for the Savogran Compan, 
the cartons are printed in three colors on white 
patent coated board. 
Designer: KVP Sutherland Paper Company, 
Kalamazoo, Mich. 











NEW LOOK FOR SIMPLE SIMON 


Carnation’s line of Simple Simon cream pies ar 
now appearing in newly-designed cartons. 
Developed after much consumer research and 
testing, the package design emphasizes appetit 
appeal, presents a quality-product image in a 
crisp, modern format. The graphics feature 





Simple Simon’s new logotype and trademark. 
The full-color lithographed carton replaces the 
wax paper over-wrap cartons formerly used. 
Designer: Creative Design Center, Fibreboard 
Paper Products, San Francisco, Calif 
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Wrap up bigger sales 
during special promotions 
with beautifully printed 


AVISCO CELLOPHANE 


Shown above are just a few of the many ways Avisco in cost. It is also unsurpassed for packaging machine 
cellophane is used to build sales and save packaging performance and product protection. Regardless 
of your product, contact your converter about 
promotional packaging with beautifully printed 
Avisco cellophane. Or inform us about your 
product and promotion and we’ll recommend 
a selected Avisco cellophane converter 

specializing in your particular field. 


costs during special promotions. For cellophane 
has pure transparency and superb printability. 
The promotional message can be printed right 
on the film. In many cases this eliminates the 
need for special boxes—lets you use your 
regular packages. Avisco cellophane is low 









AMERICAN VISCOSE CORPORATION, FILM DIVISION, 1617 PENNSYLVANIA BOULEVARD, PHILADELPHIA 3, PENNSYLVANIA. 
SALES OFFICES ALSO LOCATED IN ATLANTA, BOSTON, CHICAGO, DALLAS, LOS ANGELES AND NEW YORK. 




































Two new ways to 
package purity: 
Breck picked METALAM® 
for greater impact 

at the point of sale. 
Stanley Home Products 
picked DURAFILM to 
emphasize the 

purity of Aquilaun 

as well as their 

Bubble Bath and Shampoo. 
Let creative packaging 
ideas make key 
sales points for you. 








packages for performance 


DOBECKMUN 


Packaging ideas with more persuasive point and purpose—that's the vital extra ingredient that you always get from 
Dobeckmun. By applying creative ideas to METALAM—a lamination of aluminum foils, to films and papers—Dobeckmun 
creates vital sales impact while protecting food, cosmetics, and even precious medicines from air, light and moisture. =| 
DURAFILM is different! It lets purity shine through, yet this same tough, durable, moistureproof film helps to sell cheese, | 
meat and even hardware! Find out more from your local representative or.write to THE DOBECKMUN COMPANY, _ | 
A Division of The Dow Chemical Company, Cleveland 1, Ohio - Berkeley 10, California » Offices in most principal cities. 
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A NEW FRONTIER FOR DESIGNERS 


by Robert Sidney Dickens, President, Package Designers Council 


Labeling marketing a “new frontier” by no means 
indicates that designers woke up yesterday morn- 
ing and found marketing at the foot of the bed. 
We have been concerned in marketing functions 
for almost all of our professional lives in plotting 
package design programs. The newness does 
come, however, from the need today of immersing 
deep into the marketing pool, making a painstak- 
ing investigation of each individual marketing 
function to learn how it influences or must be 
influenced by the package. 


In fact, just looking back a few years might 
clearly define the more involved role played by 
today’s package designer. Yesterday the retailer 
was our prime target because he operated under a 
service concept and helped sell the product to the 
consumer. Yesterday, too, there was no real aware- 
ness of a total image conveyed by a product as it 
emerged from the production rooms and entered 
the avenues of distribution. Nor were we too con- 
cerned with what happened to the package once 
it entered the home. Naturally, the appearance 
of a package in advertising was an important 
consideration but confined narrowly to printed 
matter only. In reality, our world was marvelously 
simple—and stayed that way until self-service, 
television, and overwhelming competition came 
into play. 
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DESIGNER PRESSURED ON ALL SIDES 

Now the modern designer finds himself fighting 
on a very brutal new frontier in which the pack- 
age must be many things to many different peo- 
ple. He is surrounded by pressures: from the 
retailer who demands convenience in shipping 
containers, package sizes, price marking areas 
and, in some instances, stronger materials; pres- 
sures from the ad agency for a package which 
will project equally well in printed ads and on 
television commercials; pressures from the client 
who visualizes a new design and new shape as the 
quick solutions to a falling sales curve; and 
pressures from the housewife who wants easier 
methods of opening, or design to fit a certain 
decor, or a container that has a built-in after-use. 


Does the designer bow low to each and every 
pressure group, promising to come up with an 
adequate solution to meet all needs? Certainly 
not. If he did this, there would never be a package 
—just a long series of variations. Instead, the 
designer drops his pencils and brushes and heads 
out into the market place to study the total prob- 
lem in depth. He cannot, must not, succumb to 
any one pressure, but must objectively collect as 
much information as possible about each market- 
ing area. Only when he has all the facts can the 
designer sit down and correlate the information, 








assembling packaging needs in order of their im- 
portance to the total marketing picture. 


Gathering this information brings the designer 
to every area wherein the package makes an ap- 
pearance. He may begin his investigation with raw 
material sources, and then follow these to the 
processing plant. He studies in-plant production 
methods; available packaging machinery; shipping 
materials; shipping methods; warehousing; trans- 
portation. He will even go back into the history of 
a company—questioning its executives, jobbers, 
brokers—until the most complete possible profile 
on the product itself is assembled. 


His next step will be at the point of retailing, 
checking to find how the product arrives at the 
store; how the case is opened, stamped, and 
placed on the shelves; what methods are used in 
stacking; facings; department placing; rotation; 
infestation; size adaptability vs. retailer’s space; 
and types of floor displays in which the procuct 
is featured. 


His investigation will bring long conferences 
with the advertising agency to see what plans are 
being made to promote the product, as well as 
what types of media will be used. These confer- 
ences even include a study of proposed point-of- 





purchase material. He will study the consumer’s 
needs, finding out where the product will be 
stored in the home; how it is used; how long it 
takes before it is consumed. 


He will totally investigate competition at all 
levels—national, regional, local—checking into 
colors, graphics, materials and shapes in order to 
deftly detour any patterns of sameness in his 
final solution. 


MATERIALS AND METHODS 

While all this is going on—and still without the 
first rough sketch—the designer must thoroughly 
study new materials and methods that might be 
applicable to the product’s package. And he must 
help make the decision as to whether applying a 
new container concept would be feasible from the 
standpoint of investing in new machinery or re- 
vamping present equipment. 


When design is finally underway, and goes 
through all the intricate steps necessary before 
final acceptance, there is still a long road to travel 
prior to actual distribution of the new package. 
Usually, a number of samples undergo test-market- 
ing in an effort to work out negatives that have 
been overlooked. Testing is often conducted with 
various tachistoscopic devices to measure certain 
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areas of a given package. Or this type of research 
might be combined with psychological testing with 
consumer groups or individuals. Research itself 
has broadened considerably for the designer and 
some design firms have already set up separate 
operations within their firms to handle the simpler 
methods. 


When all testing is completed, the designer 
must follow through on reproduction—not only 
maintaining constant quality checks on the proc- 
esses used, but utilizing his skill to assure the 
employment of the best method from an economic 
standpoint. 


Design today takes the designer to many places. 
We have been in salt mines, lumber yards, and 
factories. We have been in warehouses and on 
ships. We have prowled through freight yards. We 
have built our own prototype supermarket. We 
have constructed special testing devices and 
taken thousands of slides to help in effecting 
better designs for better packages. 


SEARCHING OUT THE FACTS 


Our methods in many instances have been 
home-grown, inaugurated to help search out facts 
in questionable areas where no information was 
readily available. We have made exhaustive stud- 
ies of store lighting to discover the medium type 
of light under which a product will ultimately 
function. In designing for a refrigerated product, 
we find out where that product is mostly seen. The 
refrigeration industry has made rapid strides, 
brought out many new models of equipment, and 
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unless we know the type of case that will display 
the item in the majority of instances, our design 
could be entirely out of focus. 


We must know, too, who is buying the product 
and whom she is buying it for. It may be pur- 
chased for the husband by the wife, requiring a 
design that will appeal to her, yet at the same time 
be “male” enough for her to believe it will be used 
by her husband. It may be a product the man 
buys for the woman, reversing the previous logic. 
Or it may be something for the woman herself, or 
for her children, or for the whole family. In each 
of those circumstances, the treatment must be 
tailored to the psychological needs of both buyer 
and user. 


Being absolutely sure of the shelf on which an 
item is to be displayed can greatly affect the 
design. If a product is generally found at eye 
level, it must be designed to perform adequately 
at that level. If it is usually on the middle or lower 
shelves, an entirely different approach might be 
used. 


Packaging is coming into its own as one of the 
strongest weapons in the arsenal of marketing. 
Progressive companies have realized this and are 
cashing in on its tremendous potential. While much 
remains to be done, we are headed in a very 
positive direction—toward greater marketing suc- 
cess. 


This article is based on a speech given by Mr. 
Dickens at the American Marketing Associa- 
tion’s 44th National Conference. 
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Stephan Lion: 
‘INTEGRATED’ DESIGN 


The line of demarcation separating the independ- 
ent design organization from the advertising agen- 
cy is no longer sharp. Each is crossing over into 
the territory of the other; the services provided 
by each are tending more and more to overlap. 


The reason for this is apparent. Increasingly 
these days, the design of a package is a major 
factor in determining the basic marketing program 
for a product. Hence, from the design organiza- 
ion’s point of view, it is a natural next step to 
provide the advertising visuals and promotion 
materials to back up the package it has created. 


Stephan Lion is one of the prominent inde- 
pendent design organizations that has taken this 
“next step.” The New York firm provides manage- 
ment with a complete design service for launching 
new brands on the market. The service is called 
the “integrated design concept”; its purpose is to 
guide a brand theme through its four key phases: 
packaging, sales promotion, display and_ intro- 
ductory advertising. 


STEPHAN LION APPROACH 


In explaining the Stephan Lion approach, vice 
president Richard Hollander says, “Back in the old 
days, the package designer was almost exclusively 
concerned with creating unique and distinctive 
packaging for a brand. Today, this same designer, 
or more likely a design organization, has to be 
concerned more and more with total identification 
for whole lines of products in order to increase 
their sales effectiveness.” 
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“The need for this,” Hollander contends, “stems 
from such obvious marketing pressures as increas- 
ing communication costs, more media to select 
from, increasing numbers of products competing 
for the consumer’s dollar, the population explosion 
and the resulting need to reach more people with 
more impact, and the limited brand name retention 
of the average consumer. These and many more 
pressures pose a real problem: how to educate 
more and more people about more and more 
products, through more and more channels of 
communication, through a maze of more and more 
competition, with fewer available dollars.” 


“Integrated design” is Stephan Lion’s answer 
to the problem. With packaging, sales promotion, 
display and initial advertising centralized and 
coordinated in one organization, management is 
provided with maximum impact for its brands 
through a unified graphic personality. Moreover, 
Stephan Lion attempts to strengthen this “inte- 
grated design concept” by adding research and 
marketing services as the client’s needs dictate. 


Says Hollander, “Besides the obvious advan- 
tage of offering a team of specialists in all facets of 
graphic design under one roof, and of serving a 
single marketing design philosophy on a given 
project, our concept offers the dual advantage of 
being competitive in many areas on an individual 
job basis or of coordinating a totai concept under 
one control on major corporate or brand projects.” 


To provide a complete and integrated visual 
communication service, Stephan Lion has been 
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CASE HISTORY 1 
CLIENT: Personal Products 
PRODUCT: Modess Vee-Form 





PROBLEM AND SOLUTION: The objective was to develop brand identification and 
packaging for a new sanitary napkin whose features included anatomical shape, 
exclusive deodorant, and protective shield. Besides being unique in appearance, 
the package had to be feminine, antiseptic-looking, and cosmetic-like. It had 
to have maximum shelf impact and mass display value as well as be adaptable for 
advertising and promotions. A striking and tasteful overall symbol was created 
(A). It formed the major design element in the basic package (B), as well as 
appearing in all subsequent materials. These “follow-up” materials included a 
full-color ad that appeared in leading consumer magazines (C) ; salesman’s flip- 
chart (D); brochure for retailers (FE); and point-of-purchase display (F). 
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CASE HISTORY 2 
CLIENT: Cosmetiques Biotherm 
PRODUCTS: Skin treatments and sun cremes 


PROBLEM AND SOLUTION: The objective was to 
develop brand identification, including product 
and package design, for above products, and to 
provide a springboard for advertising and sales 
promotion. A crowned swan design in gold and 
white on varying pastel-colored backgrounds 
forms the hallmark of the brand (@). This sym- 
bol was meant to convey elegance, pride and 
beauty. Specially hermetically-sealed tubes were 
designed for the products themselves, both the 
skin treatments and the sun cremes (fH). 


































organized on a departmental basis: corporate and 
brand identity and packaging; advertising design; 
promotion design and display; and production. De- 
pending on client requirements, one, two, three 
or all four groups may be assigned to a project. 
All departments operate under central supervision, 
and a free exchange of ideas and talents takes 
place for the duration of each assignment. 


The design organization was formed 12 years 
ago by Stephan Lion. A medium-sized firm, its 
clients include Abbott Laboratories, American 
Chicle, American Cyanamid, Colgate-Palmolive, 
General Foods, Hoffman LaRoche, Southwest 
Forest Industries, and Standard Oil of New Jersey. 
Problems solved range from high-style brand con- 
cepts for Cosmetiques Biotherm to complete, inte- 
grated design programs for such clients as Charles 
Pfizer and Personal Products. 


The Lion organization, whose staff is comprised 
of both Americans and Europeans, boasts an inter- 
national design philosophy which it feels pre- 
cludes sameness of style and creative sterility. 
This philosophy reflects the thinking and back- 
ground of founder Stephan Lion. An art historian 
and critic, born and educated in Europe, Lion’s 
concept is this: “Good taste, the highest quality 
design, and thorough objectivity of sound market- 
ing principles sells products—and at the same 
time makes a valid contribution toward better 
living.” 
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CASE HISTORY 3 
CLIENT: Pfizer Laboratories 
PRODUCT: Niamid 


PROBLEM AND SOLUTION: The objective was to de- 
velop brand identification and packaging for this 
drug, which is prescribed by doctors for the treat- 
ment of mental depression. It was essential to por- 
tray the character of the product in an ethical but 
unique way, and also to provide a springboard for 
advertising and sales promotion. The symbol created 
for the drug (1) illustrates the phrase “The Mood 
Brightener,” which was devised by Stephan Lion as 
the logotype for the package (J). Included in an ex- 
tensive advertising and promotion campaign was an 
ad appearing in medical journals (K), as well as a 
brochure aimed at physicians (L). 











Dave Chapman, Goldsmith & Yamasaki: 
TEAMWORK PLUS CREATIVITY 


by W. M. Goldsmith, Executive Vice President, Dave Chapman, Goldsmith & Yamasaki 


There’s good reason to sit back and take a long 
look at the current packaging situation—for there 
is ample evidence that good packaging is indeed 
a powerhouse in the market place, and is going to 
get even bigger. However, | would like to strike a 
forceful note of caution before we all become so 
intrigued with the mechanics and processes of 
packaging that we lose sight of the basic purpose 
of the package itself—to sell a product to the 
satisfaction of the consumer. 


There is no question but that the management 
and technical skills involved in package planning 
and production are exacting and demanding. But 
we must also realize that initial and often critical 
consumer response to a product hinges primarily 
on its visual appeal—that all-important point-of- 
purchase impact relating to package shape, size, 
color and graphic appeal as a total effect. 


DESIGN EVOLUTION 


While the mechanical processes of package de- 
velopment can be fairly clearly defined, it is not so 
easy to nail down the less concise procedures of de- 
sign evolution. Competent designers, of course, 
follow logical patterns of procedure. These must 
be meshed into the total package-planning pro- 
gram if the total effort is to lead to the common 
goal of sales success. 


Our immediate question is: “How does the de- 
signer function most effectively as a part of the 
producer-to-merchant-to-consumer planning team 
to draw the full potential from the powerful mer- 
chandising tool?” Let me deal with three points 
which help to answer this question. 


The first point is so basic to design procedure 
that it is too often understated. The competent 
designer is most effective when he is an integral 
part of the product development and marketing 
team and is in the planning picture at the earliest 
possible moment. He can’t solve a design problem 


without cooperation with, and from, those in man- 
agement, marketing, production, distribution, ad- 
vertising or purchasing. If there ever was a time 
for that much-used but still valid concept of team- 
work, that time is now. 


CREATIVE SKILLS 


The second point: Somehow or other, all of us 
must be more effective in bringing more creative 
skills into the process of solving problems. We 
must achieve more than sheer mechanical excel- 
lence of problem-solving and implementation. We 
must shake ourselves away from the constant and 
repetitive use of known packaging techniques and 
known ways to achieve “predictable” and “safe” 
solutions. Effective packaging must reflect an in- 
creased willingness to look for new ways and 
means to get the best results. Only in this way 
will we be able to make real breakthroughs in the 
marketing program that demands better products, 
better packaging and better distribution. 


The third point, while simple to state, is never- 
theless the basis of any sound design solution: 
Good packaging must stem from the product or 
the product line itself. It must convey the same 
impression that the product attempts to convey. 
If possible or practical, it should allow the product 
to be seen, with the package elements used to 
enhance the product itself. If, as is often the case, 
the product must be concealed by a complete 
outer wrap or container, the shape, the materials, 
the graphic treatment should all reflect the con- 
tents and the merchandising story that is being 
told. 


Advertising, sales promotion and dealer assist- 
ance must all relate to a product line marketing 
plan. In the same manner, packaging itself must 
be based on joint considerations of what the prod- 
uct is, what it will do for the consumer, and, there- 
fore, what the package is going to tell the con- 
sumer about that product. 
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Sometimes the type of product being packaged 
determines certain elements of packaging mate- 
rials or fabrication techniques which must be 
used. When this is the case, the designer can 
often dramatically emphasize the features of pack- 
aging materials or the dispensing or storing fea- 
tures of the construction in order to obtain a 
much more dramatic visual appeal. 


PRODUCTION TECHNIQUES OFFER CLUE 


Production techniques themselves sometimes 
provide us with a clue to design of family line 
packaging, at the same time effecting substantial 
economies in tooling and inventories in parts or 
components for these packages. 


eONTECOMERY Wat 


To sum up, the points | have made are these: 
1) The designer can be, and should be, a part of 
management’s production and marketing team. 2) 
All of us must constantly strive to think conceptu- 
ally and creatively to solve problems. 3) Packag- 
ing must stem from a product line, telling the 
consumer the story of the product simply and 
appealingly. 


When we use the unquestionable force of de- 
sign to the satisfaction of these three grades, the 
resultant packages stand a good chance of ful- 
filling their potential as a “powerhouse in the 
market place.” 


The foregoing 1s based on an address made by 
Mr. Goldsmith at the Packaging Seminar of the 
Toni Company. 
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CASE HISTORY 1 
CLIENT: Montgomery Ward (facing page) 
PRODUCTS: Paints and related equipment and supplies 


PROBLEM AND SOLUTION: “Here is a case where the 
factory production people and the designer collaborated 
to present what was, for its time, an entirely different 
kind of label. With our encouragement, the 

plant packaging people perfected a means of applying 
a color swatch or small label prior to the 

complete wrap-around label. By applying a 

paint swatch in perfect register under a die-cut 

hole in the outer wrap label, we got the first paint 
package with an actual swatch of the paint color 

and finish on the exterior of the can. Importantly, 

this label design reflects a merchandising policy 

that Ward’s and the Chapman designers resolved 
together: First and foremost, we are selling color, 

not protection or finish. Visual continuity of this design 
is extended into hundreds of other paint line products.” 


CASE HISTORY 2 

CLIENT: Carl Buddig 

PRODUCT: Meat package 

PROBLEM AND SOLUTION: “The objective was to 


develop a much more appealing, more appetizing and better 
package than had previously been used (above). The 
new package, besides being more attractive, incorporates 
new materials to better protect the contents and 

also offers colors that depart from the norm so that the 
Buddig package now stands out distinctively 

from its case competition. Sales of the product have 
increased, partly as a result of the new packaging, 
partly as a result of management’s decision to 

support a more effective advertising campaign to bring the 
product to the attention of the consumer.” 





CASE HISTORY 3 
CLIENT: Felt Products 
PRODUCT: Gaskets 


PROBLEM AND SOLUTION: “This manufacturer has a 
constant problem in providing orderly inventory to 
jobbers and dealers on certain types of gasket 
assortments. In this case, we think the corrugated 
carton supplier came up with a provocative 

and useful construction of a multi-drawer 
shipper-display-stockroom unit. By the time we had an 
opportunity to apply creative graphic design, the unit 
looked like a good deal more than a relatively 
inexpensive corrugated piece. Here is an 

exemplary case of creative thinking on the part of 
the supplier and his sales people in utilizing 

their well-known corrugated carton techniques 

to expand their own markets. They have helped 
further the client’s design and marketing objectives 
by throwing normal corrugated production techniques 
out the window. Our designers were able to 

add to this creative start by coordinating the 

graphic designs of this unit with a master packaging 
and corporate identification plan.” 


CASE HISTORY 4 


CLIENT: Burgess Cellulose 
PRODUCT: Household sponges 


PROBLEM AND SOLUTION: “The company wanted 

a package which would be attention-getting in 
supermarkets. In creating the package, we made the 
color of the product itself an integral part of the 
overall design of the package. We used a brand 
identification device in the ‘square B, plus a 

a combination of opaque and translucent inks 

on polyethylene, to create a visualiy exciting package 
which has commanded unusual interest 

and sales at the supermarket level.” 
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Container Corporation of America: 
DESIGN LABORATORY 


Container Corporation of America, a leading pro- 
ducer of paperboard packaging, has also been a 
leader in market research. The company’s Design 
Laboratory has, for many years, made on-the-spot 
studies of marketing and merchandising problems 
an essential phase of its packaging development 
projects. 


Rapidly expanding market research is now being 
carried on in Container’s new Consumer Research 
Field Office at Park Forest, Ill., a suburb of Chi- 
cago. The office is permanently staffed and oper- 
ated by the Research Department of the Design 
Laboratory. 


DESIGN LABORATORY’S FUNCTIONS 


The Design Laboratory prepares visual solutions to 
packaging problems for a cross-section of indus- 
try, commerce and agriculture, specializing in the 
use of optical instruments to measure visual effec- 
tiveness of packages. Director of the Laboratory 
is Albert Kner, who developed it from a one-man 
operation to one that now has 100 employees and 
16 offices in the United States, Germany and 
South America. 


The basic tool in conducting consumer research 
at Park Forest is a panel of about 11,000 respond- 
ents in the Chicago area drawn from the “middle 
majority” of the population, plus representatives 
of upper and lower income groups. The panel is 
used in studying consumer preferences, in taste 
tests, in packaging research that can involve both 
construction and surface design, and in product 
and corporate image studies. Research is mainly 
conducted on product packaging that will be sold 
in supermarkets and through other food and 
grocery outlets. In addition, a similar panel is 
being developed in the Philadelphia-New York 
area. 


Methods of using the panel include structural 
interviews via questionnaires, psychological tech- 
niques, statistical studies, perceptual tests and 


narrative depth interviews (group, store and home, 
according to the requirements of particular proj- 
ects). 


Not long ago, Container’s consumer research 
specialists conducted what is said to be the first 
comprehensive study ever made of consumer atti- 
tudes toward ice cream merchandising. A full 
summary of the study’s findings was made avail- 
able to the producers, wholesalers, and retailers 
who make up the ice cream industry. The company 
reports that several traditionally accepted con- 
cepts and procedures in ice cream merchandising 
were severely jolted by the results of this detached 
and objective survey. 


MORE THAN AN ARTIST 


Special instruments help designers diagnose a 
problem, but the designer himself must write the 
prescription for solving the problem. Besides being 
an artist, he must possess the background to solve 
the business problems that may be involved in a 
design project. Among the technical instruments 
most commonly used at Park Forest as aids in 
pre-testing a package’s visual impact are: 


Ocular camera—Takes a continuous series of 
pictures of the observer’s eye as it moves over a 
design. This device also photographs eye dwell 
patterns as the prospective buyer views compet- 
ing designs or variations of proposed packages. 
When eye patterns are recorded in photostatic 
form, charts may be studied for indications of 
relative impact effectiveness, sustained attention 
and layout considerations. The instrument deals 
primarily with the question of attention. 


Vision impact tester (tachistoscope)—Flashes 
illustrations of package on screen at increasingly 
longer intervals of time and determines which 
design elements are more rapidly recognized. 
Determines how long it takes the average person 
to identify the names and contents printed on a 
carton. 
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Visibility meter—Measures the difference be- 
tween the legibility or clarity of two package de- 
signs when viewed under identical lighting condi- 
tions. Specifically, readings are made on copy 
legibility, color, identification, and recognition of 
trademarks, design, forms, illustrations, and tex- 
ture. 


Visibility tester—Measures peripheral vision. 
Human beings see many things out of the corners 
of their eyes, an important factor in the attention- 
getting quality of a package. This led to the devel- 
opment of the visibility tester, which blurs, 
sharpens, dims, and brightens packages at the 
will of the “button-presser” conducting the test. 


Angle meter—Records the ability of designs to 
project identification from acute angles of ap- 
proach. This instrument simulates suoermarket 
conditions where the shopper approaches pack- 
ages from the aisle and thus from an “angle.” 


Perceptual tests conducted with these instru- 
ments describe the visual clarity and general view- 
ing requirements of package design. They also 
provide guideposts for Container’s package de- 
signers in developing packages that consumers 
will see clearly, buy, like, and re-purchase. 


DUAL FUNCTION PACKAGES 


According to Albert Kner, the job of the con- 
tainer industry is to make certain that packages 
which seem attractive in the store do not look so 
garish on the kitthen or bathroom shelf that the 
housewife puts them out of sight and loses inter- 
est in the contents. To avoid this, says Kner, 
today’s trend is to packaging with the dual func- 
tion of selling at the point-of-purchase while com- 
plying with the visual decors of home environ- 
ments. For example, cosmetics are being pack- 
aged with soft, appealing colors that harmoniz> 
with bathroom decor. And food package dimen- 
sions, such as those of cereal boxes, are being 
trimmed in height to fit home shelf space. 


Packaging designed with women in mind—and 
much of it is—should feature subtle, discriminat- 
ing style, states Kner. In presenting the case for 
“class” packaging, he points out that Container’s 
consumer research studies of the female buying- 
public show that the tastes and interests of 
women are more cosmopolitan and sophisticated 
than ever before. 


“They read ‘good’ books, travel, buy gourmet 
foods, and decorate their homes with taste,” Kner 
asserts. “They accept innovations readily, and 
they want to get away from stereotyped basic de- 
signs and the monotony of red, white and blue.” 


Kner feels that “prestige” is a must in pack- 
aging today because “so many products are simi- 
lar or identical except for name that it’s the con- 
tainer with ‘class’ that will leave the store with the 
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customer—and whose contents will be consumed 
the fastest.” 


Packaging can also provide homemakers with a 
prestige service beyond that of holding a product’s 
contents, he notes. As an example, he cites the 
case of a folding carton that can be used as an 
ice bucket to serve the champagne that it pack- 
ages. 


According to Kner, the more package designers 
know about women, the better. Hence, Container 
invests heavily in studying the minds and motives 
of women to learn their conscious and subcon- 
scious preferences in elements of package design. 
When the company’s market research staff com- 
pletes a study or project, these results serve as 
“rules of the road” for package designers in de- 
veloping cartons that will appeal to women. 


PRINTING AND PACKAGING MUSEUM 


As part of its market research and package 
design program, Container has opened a Printing 
and Packaging Museum that houses approximately 
2,000 cartons, labels, cans, bottles and other arti- 
cles from the era of the frontier store to more 
recent times. The museum was established to 
give manufacturers better insight into the chang- 
ing role of packaging. 


Says Kner, “You’d be surprised at the products 
—even the industries represented—that were 
pushed into the background because they failed 
to gauge changes in public taste. For example, 
there was a time when the chief means of beer 
distribution was the keg. Then the six-pack carry- 
out, developed by Container, revolutionized beer 
packaging and marketing. This resulted from rec- 
ognition that housewives were a tremendous po- 
tential market for brewery products if—among 
other things—light, attractive packages were de- 
veloped for shoppers.” 


Kner states that modern research techniques 
make it possible to detect changes in public taste 
in an early stage—even before a product’s sales 
begin to decline. However, he cautions that a 
package can be changed too often, making it 
difficult for the consumer to remember and recog- 
nize it in a supermarket or drug store. 


The package of today, Kner contends, must be 
designed for more than point-of-sale impact—it 
must be closely coordinated with the advertising 
and overall marketing campaigns that back a 
product on the market. 


He predicts that the use of structural features, 
such as pour spouts and multi-packs, to provide 
convenience for consumers is just beginning. More 
and more easy-open devices will be offered, he 
says, citing as an example a frozen food carton 
with a wrap-around tear strip that Container re- 
cently introduced. 


























Design Laboratory designers (above) 
study attention-getting quality 

of a package 

ina visibility tester, 

which measures 

impact of a design 


on peripheral or side vision. 


Design Laboratory’s 

Gabryel de Million Czaenecki 
studies a package 

not intended for any 
present-day application. 

From such experimental designs 
come new ideas 

for product packaging 

of the future. 





Albert Kner, Design Laboratory director, examines antique container in Printing 


However, he considers research into what con- 
sumers want in decorative features of packages to 
be equally imporant. “This is the basic reason why 
marketers should have their packages re-examined 
practically every year,” he states. “The packages 
should be studied to determine if they still appeal 
psychologically to customers in the specific mar- 
kets for which they are intended. American tastes 
are constantly changing—and the trend is toward 
higher standards.” 


The package with clashing colors and crowded 
typography is headed for the museum shelf, Kner 
predicts, adding that such an item is destined to 
be a part of the passing parade of marketing tech- 
niques. 


The Printing and Packaging Museum is pri- 
marily a service for business and industry. Its 
doors are open to manufacturers and others with 
packaging problems. 


“In some ways we are like physicians because 
we can spot a package ailment with proper re- 
search before the product’s sales develop a chill,” 
Kner says. “And, like any doctor, we feel preventive 
measures are far better than a cure.” 


Samples from the 
Printing and Packag- 
ing Museum collec- 
tion. (Top) 1880 
gift cigar bor shows 
that laminations and 
combinations of ma- 
terials are not recent 
developments. Box 4s 
a combination — of 
paper, wood and 
paperboard. (Cen- 
ter) German pin 
package is early il- 
lustration of convent- 
ence packaging in 
that package  per- 
forms not only a re- 
tail function, but also 
serves the consumer 
as a pin cushion. 
(Bottom) A Michi- 
gan drug company 
used the game illus- 
trated as an adver- 
tising premium, 
Structure of the game 
is essentially that of 
a package, possibly a 
cheese box. Internal 
advertising copy il- 
lustrates letter form 
variations. 





and Packaging Museum. 
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MANAGEMENT’S ROLE 
IN PACKAGING TODAY 


The 2nd International Marketing 
Forum, a one-day conference on the 
growing importance of packaging 
in international marketing, was 
held recently in New York City. 
The forum was sponsored by Inpak 
Systems and J. Walter Thompson 
for the International Marketing In- 
stitute of Harvard Business 
School. Its purpose was to explore 
the various aspects of the ever-in- 
creasing complexity of the packag- 
ing industry and its effects on to- 
day’s manufacturing and market- 
ing. The following are excerpts 
from the remarks of two of the 
participants at the session. 


a «ei mame 
Management’s organization for packaging 


Peter B. Baker, Marketing and Packaging Specialist, Arthur D. Little Company 


The resolution of a packaging problem should not 
be made, as it is so frequently today, simply by 
recourse to suppliers. Packagers themselves must 
understand the elements involved in a packag- 
ing decision. 


What are these elements? What are the values 
that we expect in a package, the values we look 
for in a package? First of all, if you’re marketing 
a consumer product you’ve got to cover what we 
call “merchandising values.” We subdivide mer- 
chandising values into three broad areas: handling 
and storage, which are important to distributors 
and retailers; point-of-purchase appeal, which is 
of obvious importance to consumer goods pack- 
agers whose products are sold through self-service; 
and convenience in use to the consumer, which is 
an important merchandising aspect of packaging 
that has been too much overlooked in the race 
to provide point-of-purchase appeal. 


PRODUCT PROTECTION 


Another element involved in a packaging de- 
cision is product protection. This is probably why 
packaging was created in the first place—to pro- 
tect products as they move from the producer 
level through to the user level. What are the pro- 
tective functions of packaging that have to be 
covered in any packaging program? First of all, 


there are mechanical properties—resistance to 
physical damage caused by compression or tear- 
ing. Secondly, barrier properties — protection 
against gain or loss of material, such as water 
vapor, gas, flavor, odor, grease, oil, chemicals. 
And packaged products compatibility is a very 
important factor, too. The package must not con- 
tribute any undesirable effect to the product. 


The third important element of packaging is 
cost, obviously. And here we frequently oversim- 
plify when we talk about packaging costs, because 
we talk only about materials. But in determining 
costs, you can’t stop with the cost of materials. 
You've also got to look at the cost of packaging 
operations, damages and losses in shipment, 
storage and handling, as well as at the effect of 
packaging on product sales. Only then can you 
determine which is truly the most economic 
package. 


These, then, are the elements of packaging de- 
cisions: merchandising, protection, cost. They’ve 
all got to be covered in making every packaging 
decision. 


Now, the solution to any packaging problem 
starts with a determination of what the package’s 
requirements are. This is where you start in any 
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packaging program. Too often, packaging decisions 
begin with a fascination with a new package form, 
a new material, and not with a real understanding 
of what the product requires. 


i'd like to emphasize that in determining pack- 
aging requirements, you’re operating within the 
framework of a total distribution and merchandis- 
ing program. In other words, your package has 
got to be keyed to advertising, sales promotion, 
physical distribution method, and all the elements 
of the program. 


If all the packaging requirements of products 
are understood, packaging changes can be planned 
and are not simply reactions to moves made by 
competitors, which all too frequently is the case 
today. Your competitor goes from a fiberboard box 
to a thermoform plastic blister; your immediate 
reaction is—“We’ve got to do the same thing.” 
But is that the best thing for you to do? 


There are loads of examples on the U.S. mar- 
ket today of products which are over-packaged or 
under-packaged, because packaging requirements 
have not been understood; and | think you can 
satisfy yourself on this point rather easily by going 
into a supermarket, taking a look at some of the 
packaging, and asking yourself, “Could this have 
been done more economically? Could it have been 
done with better merchandising effect? Could the 
product have been equally well, or better, pro- 
tected using another material?” In many cases, 
| think you'll find that the answer is “yes.” 


WANTED: PACKAGING EXPERT 


In order to understand all of the complexities of 
packaging requirements and products and the 
characteristics and costs of packaging materials 
and forms and systems, you’ve got to have some- 
one in a company who has this as his primary 
responsibility. Who is this man, what kind of 
person is he? It's hard to say. Packaging people 
seem to come out of every area of a business 
today. There’s no hard-and-fast rule about where 
you find a good packaging man. He’s obviously 
someone who understands something about mer- 
chandising, marketing; who understands something 
about technical requirements and product protec- 
tion; who understands costs, production econom- 
ics, distribution costs and total packaging econ- 
omy. 


These men are not being trained today, even in 
the United States. We do have professional pack- 
aging courses, but they lean pretty heavily on the 
technical side and don’t much emphasize market- 
ing and merchandising. This is going to change; 
there will be trained packaging people eventually. 
But there aren’t today, and what I’m saying is that 
with the complexities involved in making pack- 
aging decisions, you've really got to find someone 
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who is capable of integrating all of these factors 
to arrive at the best possible means of packaging 
your products. 


Let me hit just one other area of packaging 
decision-making—the area of whether we should 
make our packaging materials or buy them. There 
are a lot of companies in the United States who 
are making part or all of their packaging materials, 
and who do not in every case fully understand why 
they’re doing it or whether they should continue. 
Frequently you can fool yourself into thinking that 
it is cheaper to make the things yourself, when in 
fact it might really be cheaper to buy them. 


MANAGEMENT LACKS UNDERSTANDING 


Management today really doesn’t understand 
yet, in the United States—which is a relatively 
sophisticated packaging economy—doesn’t really 
understand what all of the elements involved in 
packaging are and how they can be reconciled. 


Now when | say that top management doesn’t 
understand what the elements involved in making 
a packaging decision are, do | mean that top 
management should be intimately concerned with 
packaging? The answer to that is “yes,” but not 
on a day-to-day basis. In other words, you don’t 
ask top management to help select a material 
with a certain water vapor transmission rate, for 
example. You don’t ask management about the 
type face to be used on a package. You don’t 
ask management about the selection of equipment 
to make a package. But you do ask top manage- 
ment to understand that all of these elements and 
more go into the making of a packaging decision, 
and you ask top management to be sure that they 
are all considered before the final decision is 
reached. And this is essentially where top man- 
agement is falling down today. 


| think this is changing. | think there is evi- 
dence that the top managements of major con- 
sumer products companies in the United States 
are beginning to understand that packaging is 
something that’s more than just selecting some- 
thing to protect the product, more than just 
selecting a nice-appearing carton, if you will. But 
they have a long way to go. 


HORIZONTAL VS. VERTICAL 


How can you organize a packaging function so 
that it draws on all of the operating elements of a 
company that are concerned, and at the same 
time on outside suppliers of packaging materials 
and systems? | would like to suggest the possi- 
bility of organizing the packaging function along 
horizontal lines rather than vertical lines; of having 
a few packaging specialists capable of working 
with many different groups, and bringing in in- 
dividuals from each of these groups—say, engi- 
neering, or marketing—to work on a given problem. 
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The alternative is a more or less vertical form 
of organization in which a packaging manager has 
reporting to him a laboratory, an engineering group 
perhaps, a marketing section of some sort, and 
possibly a designer. The trouble with this vertical 
organization, it seems to me, is that it may dupli- 
cate many of the functions performed by similar 
groups not working in packaging. It tends to 
divorce packaging from product and from the dis- 
tribution and marketing program of which it is an 
essential part. 


Now this sort of packaging function that I’ve 
outlined—a horizontal organization with a few 
packaging specialists drawing on marketing and 
engineering and production and design, as needed 
—can control packaging through the issuance of 
packaging specs. In other words, nothing can be 
bought or produced without specifications which 


ie WHER 
Packaging for people 


Enid Edson, Package Designer 


Who can tell what people will buy? This 
question was asked in a packaging meeting, 
not by a new-comer, but by a long-time leader 
of the cosmetics industry. It indicates that even 
after many years of serving the public success- 
fully, there was still no simple answer to this 
complex question. Perhaps this is as it should be, 
for people themselves are not static. Their lives 
change rapidly and so do their wants and needs. 
But when their interest is captured, what may 
start as a novelty may become standard equipment 
for every home. 


| am thinking at the moment of aerosol spray 
packaging, which now houses a great variety of 
products. When people start a trend by buying in 
volume, there must be a very good reason for it. 
In the case of aerosol sprays, could it have been 
the novelty and fun of spraying? 


FADS THAT MADE THE GRADE 


It is easy to observe the present successes of 
supermarkets, direct selling in the home, compact 
cars, home freezers and other articles that were 
decried as fads when they first arrived. They, too, 
have changed our way of living. 


Yet it is more difficult to anticipate the trends 
of the future. They are building now. Can any- 


are issued by this packaging group. This is a 
possible way for such a staff type of organization 
to effect control of packaging. 


SCARCITY OF PACKAGING PEOPLE 


One of the reasons for suggesting this hori- 
zontal or specialist organization is the scarcity of 
packaging people that | mentioned earlier. As | 
indicated, they are increasingly being trained in 
this field, but to a large extent packaging people 
as we find them today are coming out of marketing 
or engineering or production or purchasing func- 
tions in companies—less perhaps from marketing 
than we would like to see. More and more in the 
future we will find packaging people coming from 
marketing, as top management recognizes more 
and more the importance of the marketing factors 
in making packaging decisions. 


body doubt that soon dinner by candle-light will 
be served out of a tube? 


Who can tell what people will buy? The woman 
executive who asked this question has had a 
lifetime of successes, and has been almost unerr- 
ing in interpreting the public needs and supply- 
ing them at the proper time. Yet she still asks, not 
because of doubt that she will find the proper 
solution to her problem of packaging, but because 
here is an honest, constant search for the under- 
standing of people, their tastes, their needs and 
desires. 


In three of the very successful organizations 
with which | have worked, this same quality of 
thinking has been a salient characteristic. The 
consumer’s point of view has come first, and all 
other considerations have been tailored to fit. For 
a designer, this is a happy climate in which to 
work. 


MANAGEMENT AND THE DESIGNER 


Management has a lot to do when it hires a 
designer. There are definite facts and plans that 
the designer must know in order to do an intelli- 
gent job. When he has been told these things, 
he has to push all considerations to the back of 
his mind and really seek the inspiration that will 
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reach the people. If he does that successfully, he 
will have satisfied the client. 


If basic thinking could be accomplished before 
a designer is called in, time and money could be 
saved. Indecision and revisions are costly. They 
result in impossible deadlines for the designer, 
who really should have time for this most impor- 
tant creative task. 


By tasteful presentations, cosmetics companies 
compliment their public and at the same time 
establish their own atmosphere of quality. Might 
not their example serve as a bridge of inspiration 
to packaging in other markets? It is as easy to 
make a package attractive as it is to make it ugly. 


The well-designed package should carry and 
promote the company climate while it is selling 
the products within. Company atmosphere is part 
of the package—a feel of authority for the con- 
tents. People like this assurance and this is im- 
portant in these days of standardization and fol- 
low-the-leader tendencies. A package is an integral 
part of the product, its outer face. It is not an 
echo of an advertisement. 


In today’s competitive market, it needs all the 
help it can get from display, advertising, promotion 
and what is known as good, old-fashioned sales- 
manship. A package must be designed to have 
a life of its own. It must show vitality of its own 
on the counter. Otherwise it will cost too much to 
sell it. It must attract. At point-of-sale it must 
attract at a distance, while the customer is walk- 
ing down the aisle. When she is near enough to 
see the details, it must follow through with another 
kind of impact. It must really do a selling job, 
corroborating what she has read in the advertise- 
ments. She is spending money for this package, 
and wants the truth. What will it do for her? How 
much is she getting? How much will it cost? 
How does it compare with other brands? She is 
thinking of product, but she is being influenced by 
package. 


THE PACKAGE IN THE HOME 


When she gets it home, will she continue to be 
influenced by package performance? Will it open 
easily or will she tear her fingernails? Will she 
break a bottle or jar by pounding it upside down 
on the floor to loosen the cap? Is the milk carton 
going to leak so that she has to set it into another 
container in order to avoid the dripping milk? Will 
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she like the oval cocoa tin cover that falls into 
the can whenever she makes a cup of cocoa for 
Junior? Or will she switch to another brand next 
time? Next time, too, why not try that new bacon, 
with the more substantial package, so that she can 
neatly put away what she doesn’t use, without 
getting out the roll of foil and rewrapping the 
bacon? Why are some cartons so huge that they 
are not oriented to kitchen shelves? 


Some manufacturers say (and they say it quite 
often), “We don’t care what she does with the 
package when she gets it home. That’s her busi- 
ness.” Well, it’s their business, too. Their own 
handiwork is operating for or against them all the 
time it is in the home or being used on the per- 
son. The package has indeed become private 
property. The manufacturer cannot afford to shun 
responsibility for its behavior in the consumer's 
hands. If he does, he is hitting himself right in 
the solar plexus. 


YOUTHFUL VIEWPOINT ESSENTIAL 


What do we need in order to cultivate the 
awareness of what our market needs? We require 
a youthful viewpoint, especially when we have be- 
come big and successful, and the original ideals 
or inspirations which began the company have 
become buried under its massive organization. The 
youthful point of view is not confined to any age 
group. It represents daring, clear-thinking, open- 
minded awareness of today’s ways and challenges. 
It is readiness to receive new ideas and to try the 
new approach. 


Besides the youthful attitude, we need the femi- 
nine approach, for the simple reason that millions 
of people who buy are women. It is the profes- 
sional woman’s viewpoint that is practical and 
valuable. Not necessarily the opinion of the girls 
in the office or the dear ones at home. The cultural 
background, training and exposure to retail trade 
and just plain being a woman have equipped the 
professional woman to understand other women 
and why they buy. 


Through our packaging, advertising and pro- 
motion, we are educating people every day. And 
every day they are in turn educating us. We have 
women, men, girls, boys, babies, teenagers and 
dogs to design for. There are the stodgy, the 
flamboyant, the home-bodies and the ultra-chic— 
all to please in a package. What a devastating 
challenge! And who can tell what people will buy? 
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“Concerning 
canned foods, tt is 
my impression 
that many Euro- 
pean labels are 
hetter designed 
than those on 
American cans.” 
(See above.) 


“There seemed to 
be a greater sensi- 
tivity on the part 
of European de- 
signers in the use 
of typography as 
an important ele- 
ment. In general, 
typography was 
better and more 
consistent than it 
is in the United 
States.” Cans of 
motor oil on dis- 
play in a small gas 
station in Italy. 
Photos taken by 
Robert Zeidman. 








trends and 
opportunities 
for Americans 


Robert Zeidman, 

president of Robert Zeidman Associates, 
industrial and package designers, 
recently returned from a tour of Europe 
where he surveyed packaging trends 
and potential markets 

for U.S. packaged goods manufacturers. 
Here is his report. 





American package designers and manufacturers 
of packaged goods would do well to keep an eye 
on Europe, for the Continent will be the scene of 
many new developments in merchandising and 
marketing over the next five years. Substantial 
changes in these areas will result from the in- 
creasing numbers of supermarkets going up in 
Italy, France, Germany and England, and from the 
expansion of the Common Market. England may 
join the Common Market within six months or so, 
followed by Denmark and the other Outer Seven 
countries. This will result in a mass market of 
over 200 million people, and hence the basis for 
the American mass distribution marketing pattern. 


THEY WON’T COPY US COMPLETELY 


Despite this trend toward the American market- 
ing pattern, it is wrong to think that the European 
countries are going to imitate us completely in 
this respect. They do not wish, for example, to 





49 





Se 
Rove! Say di 


Rove oy’ 


“American products by no tees 
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making similar products. This f sao 
is particularly true in the case 
of American dry cereals, cake 
mixes and gelatins.” (See above.) 
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“There is still a strong poster '-— o 063.0.0.U 
quality in European packaging ALE pA $66 Tole 960, 
which has a strong impact on ps Wee. ’ 

the store shelf.” 


“European supermarkets pack- 
age more produce in polyethy- 
lene film than do their American 
counterparts. This makes for 
effective shelving and binning.” 
Photos taken in Rome’s Romana 
supermarket by Mr. Zeidman. 





see individual enterprises, embodied in thousands 
and thousands of small shops, eliminated. Nor 
do they wish to lose the intimate personal rela- 
tionship between the small storekeeper and his 
customer. Certainly this is desirable, and if any- 
thing, we in this country should probably try to 
recapture some of the aspects of personal selling. 


Another impediment to the European adoption 
of American marketing methods is the fact that 
European manufacturers are not used to the large 
volume-close profit margins which are part of the 
American competitive system. 


| think it’s important to understand the many 
factors involved in the European packaging/mar- 
keting mix, and how they will affect American 
package designers and packaged goods manu- 
facturers. The influences | see are several: 


1) The rapid growth of the European Common 
Market will speed up the trend toward mass dis- 


tribution in Europe, making it much more pos- 
sible for American companies, who need large 
markets and wide distribution, to participate eco- 
nomically, either by increasing exports or by 
building European plants. 


2) American manufacturers will be making a 
mistake if they take the attitude that Europe is 
waiting for the “American look.” Current European 
packaging has more individuality and often a 
higher quality look than our own. European print- 
ing techniques are frequently as good if not bet- 
ter than ours. However, we will find markets when 
we have superior products or services. For ex- 
ample, some of England’s oldest and most re- 
nowned paper companies are presently importing 
American folding box board for printing in Eng- 
land or on the Continent. They are able to obtain 
a higher quality board at approximately no in- 
crease in cost. 


3) There will be great opportunities in Europe 
for store packaging displays and point-of-sale 
pieces. This may be the area where American 
companies can make the broadest contribution in 
the European market. 


4) Conversely, European packaged goods manu- 
facturers will be entering the American market in 
great numbers during the immediate years ahead. 
There are several reasons for this: a) As more and 


more Americans travel to Europe, they become 
interested in buying the food products made in 
the countries they have visited. b) Food pack- 
agers and processors in Europe will eventually 
learn to by-pass the fancy food broker with his 
high mark-ups, and will sell directly to American 
supermarket chains. American housewives inter- 
ested in serving authentic foreign foods will turn 
to the real product if they can get it at a price not 
much above the American counterpart. Naturally, 
European packages will have to be adapted to the 
requirements of American supermarket retailing— 
requirements in regard to shelving, size, color, 
competitive stock, packaging materials and copy 
message. 


These then are the influences that will make 
themselves felt in the coming years. Having pre- 
sented this overall picture of the trends and de- 
velopments in European marketing, I’d like now 
to pinpoint more specifically some impressions 
and observations | took away with me. 


One thing | discovered was that the growing 
“sameness” in American food packaging is being 
noticed in Europe as well as on our own super- 
market shelves. During a visit to the Danish Food 
Fair, | spent considerable time with Vagn Wager, 
designer for the Danish Agricultural Marketing 
Board. | was somewhat taken aback when, in the 
first 10 minutes of conversation, Mr. Wager asked, 
“Why do American food packages all look alike?” 
| could only reply that the same question was 
being asked by many American designers who 
were well aware of the increasingly similar ap- 
pearance of food packages. 


It was also apparent to me that Danish manu- 
facturers seemed much less susceptible to the 
easy imitation which is so widespread in the 
United States. Most companies in Denmark ap- 
peared to be making a real attempt to create dis- 
tinctive packaging. In fact, Mr. Wager mentioned 
that they try to design away from the appearance 
of competitive packages. There also seemed to be 
a greater sensitivity on the part of European de- 
signers in the use of typography as an important 
design element. In general, typography was bet- 
ter and more consistent. 


| was greatly impressed by many of the pack- 


ages | saw in Europe, a good number of which 
would be considered comparable to our best 
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American packages. There is still a strong poster 
quality in European packaging which has a strong 


impact on the store shelf. This is, of course, a 
carry-over from the traditional strong, punchy 
poster art of the past 20 years which is so widely 
seen on European billboards. The best examples 
of this kind of design approach are seen in the 
modern Italian packages of Barilla, Buitoni and 
Riccardi pasta. The impact of these packages 
carries 30 to 50 feet across the store. 


On the other hand, it is obvious that European 
package designers have an eye on American pack- 
aging. They are definitely not copying it, but the 
softer, more subtle American design approach is 
seen as an influence in many of the better new 
packages. 


AMERICAN PRODUCTS DON’T DOMINATE 
There are a number of American products in 
European supermarkets, but they by no means 
dominate the scene. As a rule, they seem to sup- 
plement in areas where Europeans are not making 
similar products. This is particularly true in the 
case of American dry cereals, cake mixes and 
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gelatins. In canned foods, it is my impression 
that many European labels are better designed 
than those on American cans. 


The European frozen food packages in super- 
markets are quite comparable to those in America. 
In this area, obviously, American packaging has 
had a greater influence than elsewhere. 


At present, European supermarkets package 
more produce in polyethylene film than do their 
American counterparts. This makes for effective 
and orderly shelving and binning for the retailer 
and simplifies purchasing for the consumer. 


The health and beauty aids section of European 
supers are small, and most drug stores where these 
products are sold are old-fashioned in terms of 
interior design. Although merchandise display 
techniques are practically non-existent, there are 
many well-designed packages to be found in these 
fields. Probably the best of those which | saw were 
Atkinson’s lotions and baby soap, made in Eng- 
land; a German after-shave lotion called Blett; 
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the French Pinaud after-shave lotion, and Roger 
& Gallet’s new blow-molded baby talc bottle. 


The most effective packages | saw were those 
designed for the Danish Agricultural Marketing 
Board. In general, Danish packaging design con- 
veys a feeling of quality. Supermarkets in that 
country, like elsewhere in Europe, are smaller and 
confined almost exclusively to food products. They 
are well laid out and have a friendly, intimate 
feeling about them. There is a strong trend toward 
private label packaging and, in those places where 
it is in evidence, it is considerably better than 
American private label packaging. 


INTERIOR DESIGN BEHIND THE TIMES 

In the many small stores | visited throughout 
Europe, | was surprised to find that interior design 
and merchandise display methods were 20 to 30 
years behind their American counterparts. It is 
hard to understand why this situation exists, con- 
sidering the great number of creative artists, 
sculptors and architects in Europe today; yet in 
Rome, Milan, Denmark and London the best de- 
partment stores are very old-fashioned and have 


“The most effective packages I saw were those designed for the Danish 
Marketing Board. In 
design conveys a feeling of quality.” 
design department of the Danish 





general, Danish packaging 
Gift packages created by the 
Agricultural Marketing Board. 





made poor provision for mass display. The Rinas- 
cente department store chain, located in major 
Italian cities, have very poorly laid out street 
floors in Rome and Milan. The second floor in 
the Rome store is nothing more than a large dry 
goods floor. 


It is quite apparent in Europe that there is little 
point-of-purchase material, and by this | mean 
window displays, counter displays, merchandise- 
shippers which convert into displays, or even the 
type of merchandise display fixture, supplied to 
retailers by American manufacturers, which are so 
much a part of our current marketing pattern. 


To sum up my impressions, | would say this: 
Experts predict that there is going to be more 
world trade and an ever-greater exhange of goods 
and ideas, all at a faster pace than ever before. 
Therefore, the American executive planning for the 
future growth of his company should study closely 
the implications involved in European vs. Ameri- 
can packaging and products, and be in a position 
to take advantage cf the opportunities inherent in 
the burgeoning European market. 
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TRENDS IN MARKETING SERVICES 


In order to find out current trends in marketing serv- 
ices offered, Packacina Drsian sent questionnaires to 
100 independent designers and 100 packaging convert- 
ers. A round-up of our findings is given below. It is 
important to point out that this round-up is not in- 
tended to be comprehensive or definitive. Its only pur- 
pose is to chart the trends m marketing services. 




























































































FIRM: MARKET MARKET ANALYSIS OF AGENCY _—ADDITIONAL 
CONVERTERS RESEARCH — TESTING | COMPETITION CONFERENCE SERVICES 
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Note: One of the queries on the questionnaire was “Do you charge extra 
for these marketing services?” The replies were so individual and varied— 
some respondents charge for marketing services, some do not, while some 
charge for certain services and not for others—that we made no attempt 
to chart them. Another question was “Are you getting more or less calls 
for marketing services than three years ago?” 
respondents answered “more.” 





























In practically every case, 
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MATERIAL DEVELOPMENTS 


PIGGY PAKS 


A new corrugated container which reduces handling 
time and expense during picking, storing, shipping 
and merchandising of berries and other fruits has 
been developed. The container holds eight quarts 
and is called the “Piggy Pak” fruit tray. A feature 
is an integral raised handle which runs lengthwise in 
the center of the tray. It divides the tray into two 
sections, each holding four quarts. To stack the new 
tray for storage, shipment or display, the corrugated 
handle of one tray fits into a recess in the bottom 

of the tray above, locking them securely. Berry growers 
can use the “Piggy Pak” first as a picking basket 
during harvest and eliminate the transferring of 
berries from regular picking baskets to shipping 
crates. Topping of the individual, quart-size baskets 
can be done without removal from the pak. Because 
corrugated trays stack directly on top of each other 
for shipment, growers do not have the expense of 
nailing or wiring shut as with wooden crates. 

Stone Container Corp., Chicago, III. 





AEROSOL ANTI-PERSPIRANTS 


To make possible the aerosol packaging of anti- 
perspirants and other products that tend to crystallize, 
a new non-metallic valve and a self-sealing cap 
which can be used with all kinds of containers have 
been developed by the Risdon Manufacturing Co. 
The “Vapor Mix” valve and “Seal Dome” closure can 
be used with glass, aluminum, stainless steel, plastic 
and all other containers having openings 20 mm 

or one-inch in diameter. The “Seal Dome” closure 
acts as a cork for the aerosol package between uses, 
minimizing clogging due to the drying out of alumi- 
num salts. The non-metallic “Vapor Mix” valve, 
which is used with a Risdon “Micro-Mist” mechanical 
break-up actuator, minimizes the possibility of valve 
corrosion and clogging. Risdon Manufacturing Co., 
Naugatuck, Conn. 





SELF-ADHERING SKINS 


New uses and lower costs for skin packaging are now 
reported possible with the introduction of skin pack 
polyethylene, a self-adhering film. The film is specially 
formulated and processed to provide adhesion to 
uncoated board, proper drawdown and forming 
characteristics, strength, gloss and transparency. The 
film bonds to the board by adhering to the individual 
paper fibres, which is a stronger bond than film to 
coating or coating to fibre. Flexible Packaging Div., 
Continental Can Co., New York, N. Y. 


Continued on page 59 


























7 ‘ $F 


ok MA NR RROEMIEFS 














5 beautiful ways Kodacel Sheet helps ‘sell-on-sight™ 


Look at the products illustrated. Each totally different, 
each with sales problems surprisingly similar. 
packaging,”’ the manufacturers told J-E Plastics, “trans- 
parent, color-true packaging that will show our mer- 


“Give us 


chandise at its best—get shoppers to stop, look and buy; 
packaging that will protect our goods from dust, dirt 
and fingering, ensure longer shelf-life !” 

72 gauge Kodacel Sheet was the answer—tough, dura- 
ble—clear as water—easy, economical to handle. 

For further information call our representative or write 
EASTMAN KODAK COMPANY, Plastic Sheeting Division, 
Rochester 4, N. Y. 


SHOPPER-STOPPERS designed and produced by J-E Plastics 
Mfg. Corp. (Yonkers, N. Y.) for (1) Prolon Brush and Comb 
Set from Pro-phy-lac-tic Brush Company; (2) Fownes Match- 
ables, Fownes Brothers and Company; (3) Treasure Chest, 
Fabil Manufacturing Corporation; (4) Arrow Men's Hand- 
kerchiefs from Cluett, Peabody & Company, Inc.; (5) Opera 
Mints, Barton's Candy Corporation. 








Sales Offices: New York, Chicago, Atlanta. Sales 
Representatives: Cleveland, Philadelphia, 
Providence. Distributors: San Francisco, Los 
Angeles, Portland, Seattle (Wilson & Geo. 
Meyer & Co.); Toronto, Montreal (Paper Sales, Ltd.) 


Kodacel” is a trademark for Eastman’s plastic sheet 
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# versatile 
— figid foil 
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roduct, there may be an opportunity processes. They can help you with complete applicati 
ing, better protection or better display assistance for rigid foil containers, including adaptati 
of high-speed, automatic container lid-closure equ 
ment, from a complete line offered by Anacon 
a Aluminum helps increase convenience, im- Aluminum. 

jual impact, provide moisture retention or For more facts, just call your Anaconda Alum in 
eid ol ee There are many sizes and office today, or write Anaconda Aluminum Compa nN 

id : Dept. MP-10, Louisville 1, Kentucky. 
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MATERIAL DEVELOPMENTS 


ZIP HANDLE BAG 


A polyethylene bag with a built-in carrying handle 
has been developed by Dobeckmun. Called Zip 
Handle, the bag can be used for packaging any item 
which might be carried about after the bag is opened. 
The bag is a bottom-gusset item, with design inverted, 
so that the bottom of the bag becomes the top after 

it is loaded. The gusset is serrated at a given point 
and a handle is formed by the gusset when the bag 
is zipped open along the serration. Thus the handle 
is protected until the bag is opened and will not snag 
on edges or protrusions with which the bag might 
come in contact during shelf life. The Dobeckmun Co., 
Division of Dow Chemical, Cleveland, O. 





CAKE CONTAINERS 


A two pound loaf pan with an interrupted vertical 
curl adaptable to closure has been added to Anaconda 
Aluminum’s line of bakery containers. The new 
#438 IVC container is especially well suited for 
pound cake, marble cake, specialty breads, and deep 
dish foods such as apple dumplings. A new cheese 
cake container in the 6% inch top size features a 
smooth-hemmed edge flange for closure as well as 


a curled edge for general applications. Identified as 
#572, it has a 1% inch slant depth and a capacity 
of 27 fluid ounces. The pan lends itself to a variety 
of bakery products as well as entrees of frozen 

and prepared foods. Anaconda Aluminum Co., 
Louisville, Ky. 





HEADER BAG 


Packaging costs and labor are reportedly saved with 
a new type of header bag which is supplied with 
printed paperboard already attached. Available under 
the trade name “Label On,” this integrated bag-header 
package can be loaded and sealed in two quick, 
easy steps without stapling or double handling of 
filled bag and header. Bags can be supplied with 
gusseted bottoms for products requiring a “stand up” 
package. The custom-designed headers are printed 

in aS many as four colors and can be supplied 
perforated for rack display. Appealing to the consumer 
is the fact that these packages are quickly and 
easily opened merely by ripping out the header. 
Pre-attached headers eliminate the waste film 
required to take care of the fold-over where stapled-on 
headers are used. The construction of this package 
prevents air from being trapped in the bag regardless 
of the sealing method used, thus eliminating the 
need for vent holes in the bag. Plastic Packaging Co., 
Chicago, III. 
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MARKETING QUOTES 


Many of the package designers and converters 
who answered our marketing questionnaire 

(see page 54) had pertinent things to say 

about marketing service trends. Here are some of 
their comments. 


There is a renewed willingness on the 

part of clients to use marketing-oriented 
design consultation without the 

earlier fears that designers were artists and 
hence needed to be controlled by 

outside marketing guidance. Both approaches 
now seem to have their place. 


Karl Fink 
Karl Fink d Associates 


Research, properly conducted and properly 
interpreted, can be of great assistance in 
package development. 


Frank Gianninoto 
Frank Gianninoto & Associates 


We foresee the marketing and merchandising 
service industry formalizing and maturing into 
organizations not unlike the present 

advertising agencies; then interests would be 
directed toward a more complete 

promotion of manufacturers’ product at 
market level. 


Reynolds Guyer, Jr. 
Reynolds Guyer Agency of Design 


The marketing services which the 
packaging designer can offer his clients are 
among the most important and sought-after 
he has to offer. 


Johnson Smith 
Ingersoll Associates 


Progressive compames no longer want pure 

design services to meet their 

visual marketing needs. They now want and need 
broad-spectrum marketing communications 

counsel to guide them in the launching of new 


products or in the rejuvenation 
Continued on page 62 
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PROBLEM: How to wrap a package so it will take rough handling. 





SOLUTION: International Paper’s Gator-Hide, Extensible Kraft 
has a built-in stretch that withstands sudden shocks. 


HESE PACKAGES are wrapped with 

International Paper's rugged Gator- 
Hide Extensible Kraft. You can drop 
them, throw them, bounce them. This 
wrap can take it! 

Gator-Hide Extensible Kraft actually 
stretches to absorb sudden shocks with- 
out ripping. This makes it the ideal wrap 
for any product that must withstand 
rough handling. Magazine publishers, 
for example, have found that Gator- 
Hide Extensible Kraft sharply reduces 
their post office rejection rate. 





International Paper pioneered the in- 
troduction of white, black and golden 
brown extensible kraft. Now, there are 
many special colors available. And 
Gator-Hide Extensible Kraft is supplied 
in either sheet or roll form, with such 
features as electric eye cut-off markings. 

Gator-Hide Extensible is also a re- 
markably uniform kraft paper. This 
makes it ideal for superior flexographic 
printing. Platemakers, inkmen and 
pressmen in our Southern Kraft Divi- 
sion have been extensively trained in 


NEW YORK 17, N. Y. 


this process. Using modern 3-color flexo- 
graphic presses, they'll brilliantly print 
your sales message. Give you wrappers 
that promote as they protect. 

In paper and paperboard, Interna- 
tional Paper’s sales and technical staff 
provides you with packaging that’s de- 
signed from the beginning to suit your 
product and solve your problems. 

Call any of our seventeen Southern 
Kraft offices. Or contact your paper 
merchant—he’s probably been doing 
business with us for years. 


INTERNATIONAL PAPER 


Manufacturers of papers for magazines, books, newspapers + papers for home and office use + converting papers + papers and paperboards for packaging + labels + folding 


carlons + milk containers + shipping containers + mulliwall bags + grocery and specialty bags and sacks + pulps for industry + lumber, plywood and other building materials 


















SALES 
BOOSTERS 
displays 

labels 
tags 


paper, pressure-sensitive 
roll or single, heat-seal 


CALL OR WRITE 


Gaspee 1-2386 
P. 0. BOX 1178 * PROVIDENCE 1, R. 1. 


Offices in 38 Principal Cities 








Handy Way to 
Own Your Own Copy 
PACKAGING DESIGN 


One year—6 issues—$9 
Please use the coupon below. 
te a 


Please enter my subscription to PACKAGING 

DESIGN beginning with the next issue. 

[] 1 year — $6 [] 2 years — $10 
(regularly $9) (regularly $15) 

[] Payment enclosed [] Bill me 





Name Title 








Company 


Address 





City and State 


PACKAGING DESIGN 
Circulation Department 
1312 Eighteenth St. N.W. 
Washington 6, D. C. 
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MARKETING QUOTES 


of established products. In recognition of 

this fact, Lippincott & Margulies, 

while continuing to operate as an industrial 
design organization, has also added 
“marketing consultants” to its official business 
designation this year to make its 

function more explicit. As evidence of 

this trend, an average of 40 per cent of every 
packaging, corporate identity or product 
design assignment L&M receives 1s 

devoted to marketing research and evaluation— 
more than double the level of five 

years ago. The role of design today is 

mainly to implement or execute in visual terms 
the results of marketing findings. 


ne tae 


Donald G. Keen 
Lippincott & Margulies 





I feel very strongly about the package designer 
making his study personally, rather than 
delegating interviewers with 

questionnaires. Only the designer himself can 
uncover clues which can be followed 

up in his ultimate design. 


Harry Lapow 
Harry Lapow Associates 





Packages must be considered primarily 
an element of marketing and secondarily as 
containers. 


J. O. Reinecke 
Reinecke & Associates 





During our research and product testing work, 
we found a number of old and new 

products possessed hidden consumer 

benefits and marketing values. These were 
emportant to the marketing success 

or life-cycle of each product, but these values 
were missing, or at best were weakly 
interpreted, in the packaging and marketing 
programs. To develop and hold 

markets, it is essential that the product 

and package fulfill the inner satisfactions or 
junctional needs of customers. We have 
observed certain brands—including some truly 
“miracle”-performing products— 

become marketing failures or wallflowers 


Continued on page 64 
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manufacturers of DAY-GLO printing inks for gravure, letterpress, 
lithography, silk screen. Crocker Day-Glo Coated Papers also available. 


Sales Offices: New York, Chicago, Los Angeles. Canada: A. R. Monteith, Limited, Toronto 








MARKETING QUOTES 


on store shelves. Post-mortem 

study indicates that many products and 
packages fail to receive, at the 

all-important pre-marketing phase, appropriate 
qualitative research and creative 

application of consumer ideas, appeals and 
use benefits. Many large and old-fashioned 
firms have learned their marketing 

lessons and know-how from the 

costly trial-and-error process. We have seen 
managements who invested from one to four 
million dollars in advertising the 

launching of a new product or package, 

only to harvest a short-lived, 

small share of the market... 

The virus of marketing myopia 

often prevents or retards the 

finest product or package from reaching 

its market potentialities. 


Helen Davies 
Helen Davies Company 





Clients are depending more and more on 
industrial design consultants for help and 
guidance in overall design-marketing planning. 
The design of packages is becoming the 

design of all materials at the 

potnt-of-purchase, including permanent display 
fixtures, counter displays, shipper 

displays. The designer has become a member 
of the creative strategy team and is 
increasingly involved in long-range planning. 
Design, in effect, is concerned with the total 
marketing presentation of the product. 


Robert Zeidman 
Robert Zeidman Associates 





We expect that, as with the advertising 
business, the future will bring a 

balance of creative and research activities. 
The two are not incompatible and can be 

used effectively to improve the final product. 


R. B. Tupper 
Francis Blod Design Associates 





The Warner Package Development Center has been 
organized on a total service concept 

to the customer. It begins with a market 

study at the customer’s plant (when necessary) 
through a complete structural and graphic 

design service and on to mechanical 
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and. psychological testing (when necessary) 

to the finished printed product. 

Included in this facility is a total corporate 
graphic design program service 

(when necessary). Because the market is so 
delicately balanced, we feel that marketing and 
psychological studies must play an 

amportant part in the final package design. 


Edward C. Kozlowshi 
Warner Brothers 





Recently our company combined the Advertising 
Department with the Design Department 

to form a new marketing service group... 

The fact that we have formed such 

a group indicates that we are receiving 

more and more requests for marketing services. 
These services include not only the design 

of new containers, but the total 

problem of promoting and introducing the 
proposed new design to the customer. 


Ramon Gaulke 
Ekco-Alcoa Containers 








The relationship of packaging to the 
whole marketing operation is becoming better 
recognized by our customers every day. 


R. A. Putnam 
Marathon 





I believe there should be a closer 

relationship between agencies, package designers 
and the supplier to gain fullest benefits 

of the packaging program. 








J. E. Matousek es 
Weyerhaeuser BAS 





Clients are recognizing the role of 
packaging, merchandising and marketing as a 





coordinated effort. 
G. Fredstrom aay 
Lassiter or 
fad 
Q 


There seems to be a definite trend 
toward more study and research prior to putting oN 
a new package on the general market. 


W. R. Biggs 
St. Regis 





SKIN PERFUME SACHET 


PRINCE 
MATCHABELLI 
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PRINCE MATCHABELL!, INC. NEW YORK 
NET 1 FL. OZ 
PRINTED IN U.S.A. 
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Colors reproduce better on thie eanooth, shining eurface df. Lastealaaae > ce how 
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the delicate reds and yellows blend in an appealing portrait of ; 

Faithful reproduction is just one of the many features of Luster . 
a profitable packaging material to use. For example, Leatectionrdl ‘olds 

when properly creased. Lift off the attached sample and test the fok 

LusterBoard yourself! LusterBoard embosses superbly, too. It cx 

of thicknesses — from 14 to 22 point, and prints equally well by 

LusterBoard has a high ~~ oe fast ink 


S. D. Warren Company, 89 Broad Street, Boston 1 
We'll be happy to send youall kinds of samples, di 
pee technical data and any other information you 
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DESIGNER’S SERVICE 


Here are booklets, samples, design aids of various 
kinds available to you from packaging companies. 
After selecting the items you want on this page, 
check the corresponding number on the form be- 
low. Fill in your name and address, and mail. We 
will forward your requests. 


AEROSOL PACKAGING 


A booklet, “Package for Profit,” discusses aero- 
sols, tells how this form of packaging can increase 
sales of a variety of products. “Freon” Products 
Div., E. 1. DuPont de Nemours & Co. (D1) 


EXTRUSION LAMINATIONS 


A six-page folder describes the advantages of mol- 
ten polyethylene as a laminant. Discussed are 
the possibilities that extrusion laminations open 
to both food and non-food products. Flexible 
Packaging Div., Continental Can Co. (D2) 


PAPERBOARD SAMPLES 


LusterBoard samples, demonstration pieces and 
technical information are available. The material 
is a high-gloss paperboard that comes in thick- 
nesses from 14 to 22 points. S. D. Warren Co. (D3) 


ALUMINUM FOIL LABELS 


A booklet, “Aluminum Foil Design,” offers helpful 
information on the use of aluminum foil labels. 
Anaconda Aluminum. (D4) 


CCA PACKAGING SYSTEM 


A booklet is available explaining Container Cor- 
poration of America’s seven-point packaging sys- 
tem. The seven services involve materials, re- 
search and development, structure, graphic de- 
sign, printing and production, machinery, and 
marketing. Container Corp. of America. (D5) 


PRESSURE-SENSITIVE TAPES 


“How to Select a Pressure-Sensitive Tape,” a two- 
color, four-page booklet, DB-56A, contains informa- 
tion on the types of tape available, how they are 
constructed, and the factors involved in choosing 
a particular tape for a specific application. Dutch 
Brand Div., Johns-Manville. (D6) 


FLINT GLAZED PAPERS 


A sample book of Wyomissing flint glazed papers. 
The papers have many packaging applications, can 
be printed offset, letterpress, gravure and silk 
screen. Wyomissing Paper Products Co. (D7) 


POLYETHYLENE RESIN 


Literature is offered on U. S. I.’s new Petrothene 
225-2 polyethylene resin. Among the many items 
producible with the resin are blow-molded bottles 
for household chemicals, cosmetics and drinkable 
liquids. U. S. Industrial Chemical Co. (D8) 


PEERLESS REPORT 


A new publication contains stories about recent 
developments in metal tube and aerosol packaging. 
Peerless Tube Co. (D9) 


SIMPLIFIED CELLOPHANE CODES 


A new code system for designating Avisco cello- 
phane types offers a simple and direct method by 
which unit packaging costs can be computed. Film 
Div., American Viscose Corp. (D10) 


LABEL AND TAPE PRESS 


Literature and samples printed on the “Mark II” 
label and tape press are available. Columbia Label 
Corp. (D11) 


BLISTER PACKAGING/SEALING 


A four-page brochure illustrates and describes the 
recently-introduced “Blist-O-Matic” automatic blis- 
ter packager-sealer. Wirth-Rhodes Corp. (D12) 


ELECTRA-PRINTA DESCRIBED 


Technical bulletin #620 details the operation of 
and applications for the new Electra-Printa, which 
is used for spot printing of individual products. 
Bell-Mark Corp. (D13) 


PACKING AND SHIPPING IDEAS 


“20 Tested Methods to Improve Packing and Ship- 
ping Operations,” a 16-page illustrated booklet, 
offers tips and suggestions on increasing efficiency 
and cutting costs of packing and shipping pro- 
cedures. Better Packages. (D14) 
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Color is the newest “plus” in shipping containers. For bright, eye- 
Catching container colors at lowest cost, try Cyanamid’s new line 
of “Built-in Colors.” These colors are added during manufacture, not 
printed afterward, so the printer has even greater flexibility. “Built- 
in Color*” Can save your Customers money and prove to be an active 
business-builder for you! e SEND FOR our new brochure which il- 
lustrates 30 Cyanamid-formulated “Built-in Colors” for shipping 
Containers. Each color and coordinated printing ink is recommended 
by Howard Ketcham, noted color authority and Cyanamid consultant. 
Let this brochure be your guide to new sales opportunities! e American 
Cyanamid Company / Dyes Department / Bound Brook, N. J. / Head- 
quarters For Paper Colors Since 1870 << e ¥ANAMID > 








* 
CYANAMIO’S OESCRIPTION OF PACKAGING BOARD PRECOLORED DURING MANUFACTURE. 


| American Cyanamid Company, Dyes Department, 
| 111 West 40th Street, New York 18, New York 


| Please send me your new brochure — 
| “Built-In Color” for Tomorrow's Packaging. 
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Whatever your need (or your fancy) dictates, 

CREATIVE PACKAGING, INCORPORATED has the materials, 

the facilities, and the experience to complete your design ... to bring out 
its full potential in structural form. . . and insure final production 


to your most exacting specifications. 


No need to shop around . . . CP will produce the entire package, 


complete with all its components. 


e 


CP makes available from one source: Folding cartons, 

set-up paper boxes and inserts; rigid plastic boxes, custom injection- 
molded containers, display cards and spiral wound tubes; 

molded, vacuum or pressure-formed cavities and inserts; hot stamping, 


offset and letterpress printing. 


One call does it ALL... call 


& CREATIVE PACKAGING, INCORPORATED 
111 Monument Circle + Indianapolis 4, Indiana >» ME 5-3577 
m™ DIVISIONS: 


Diamond Plastics Industries, Roanoke « Paper Package Company, Indianapolis 





